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ABSTRACT. The environment of the plastic industry in Hong Kong has changed 
enormously. The changes have direct impacts on its suppliers' markets like the 
lubricant market. Shell Tellus hydraulic oil for use in the plastic injection moulding 
machines is losing its market share to competitors. The main reasons for its poor 
performance are because of its insensitivity to the environmental changes, existence of 
channel conflicts, lack of channel strategy and marketing plan to cope with the 
changing environment. Hence, in this project, I will first analyze the plastic injection 
moulding machine's market. Next, I will investigate into the problems of channel 
conflicts and recommend a channel strategy to solve the problems and to cope with the 
changing environment. Lastly, a marketing plan is recommended to help to regain the 
market share of Shell Tellus Hydraulic Oil in this industry. 
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The industrial sector in Hong Kong is quite stable in the past. This led 
to a stable environment for its suppliers. This is especially true for the lubricant market. 
Number of competitors was far less than today and hence competition was not keen. 
Shell Hong Kong Ltd., as one of the earliest participants in the lubricant market to 
supply its Tellus hydraulic oil to the plastic industry had achieved successful results. 
Shell Tellus hydraulic oil has been the best-selling lubricant in Shell H.K. Ltd. 
Sales performance of the lubricant division has been highly dependent on Tellus Oil. 
Among the 63 lubricants sold, Tellus Oil alone represented 30 % of their sales volume 
and generated HK$ 52 million gross margin for the Hong Kong market in the upper 
half year of 1996. For over ten years, Tellus Oil had been the market leader and the 
lubricant division had enjoyed growing profit generated by it. It was the market leader 
in the past. However, the declining sales figures in the recent two years have waken up 
the sales and marketing executives to rethink their position and marketing strategies. 
Among all uses of the hydraulic oil, plastic injection moulding machines 
(PIM) consume the most. PIM machines are used to mould plastic parts. ( see 
Appendix 1 for a typical PIM machines ) Tellus is sold to the PIM industry through 
agents only. The agents are handled by the account managers of Shell. Shell does not 
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have any direct sales channel. As the sales of Tellus was good in the past, Shell did not 
have any particular marketing strategy. It just relied heavily on its principal distributor, 
Willie to sell the products. However, the environment of the PIM industry is not as 
stable as in the past. On one hand, the industry structure of plastic machinery in Hong 
Kong is changing quickly. On the other, number of competitors in the lubricant market 
has increased and competition has been greatly intensified. The market share of Tellus 
Oil has dropped substantially in the recent two years. The lack of insensitivity of Shell 
management to the external environment has led to the decreasing sales. 
Facing thb decreasing sales, Shell and its principal agent, Willie blame each 
other for the failure. Channel conflicts began to arise. As no action had been taken to 
improve the situation, the relationship has become worse and worse. The increased 
channel conflicts have led to mistrust and unwillingness to cooperate between the two 
parties. This further reinforce their poor performance and hence sales continues to 
show a decreasing trend. The external environmental forces and the internal forces of 
channel conflicts make the management feels the urgent need for change. It is clear 
that two main areas need changes. The first one is to improve the channel conflicts 
situation and the second one is to set a marketing plan which could act as the blueprint 
for competing in the changing environment. With a marketing plan, both Shell and its 
agents can have a focus and guidelines on what to be done to regain the market share 
and improve sales. 
Yet, Shell has for so long relied mainly on Willie to provide market 
information. Shell itself knows little about the plastic moulding injection machines 
industry. It needs to have the input from Willie for the marketing plan. After several 
meetings, the only answer they could get from Willie was to support Willie better by 
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cutting price and by increasing promotional budget. Willie refused to provide further 
customer and market information. This has made Shell difficult to come up with 
appropriate marketing strategies. Even if Shell could find out all the market 
information on its own, the marketing plan would be impossible to execute effectively 
and hence the desired results could not be achieved without the cooperation from 
Willie. Thus, the problem of channel conflicts should be examined and solved before a 
marketing plan could be derived. 
To understand what changes are needed in their channel relationships and what 
marketing strategies are needed in the marketing plan, we must first understand the 
current industry situation. Thus, in Chapter II，we will first have a thorough 
background analysis of the industry. The analysis shows that the hydraulic oil market in 
the PIM machines industry is very different from what Shell has perceived. Its market 
leader position has been replaced by Mobil and Caltex. Number of competitors has 
increased and competition is fierce. Competitors have very aggressive marketing 
strategies. They serve the large accounts mainly through direct channels and small 
accounts through indirect channels. The superior image of Shell lubricants has also 
been lost. Customers do not see Shell as the best products. Moreover, customers today 
require flexible delivery, especially to direct delivery to China. Furthermore, figures 
show that the PIM machines industry and hence hydraulic oil industry in Hong Kons 
are shrinking. 
In Chapter III, we investigate into the problems of channel conflicts. A 
relationship dynamics model is introduced. In the manufacturer-distributor relationship, 
there are two sources of partnership formation, new and existing relationships. In 
times, there would come triggers to lead to reexamination of existing relationships. 
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Relationship reevaluation triggers for Shell and Willie include the role of perceptions 
and behaviors; asymmetrical power relationships; performance of channel members; 
goal incongruity and external influences on conflict. Next, we have to examine the 
possible benefits that could be generated from the suppliers and distributors 
relationship but Shell and Willie is not currently having. These potential partnership 
advantages include marketing enhancements; cost reductions; managing uncertainty 
and protection of specific assets. After the above investigation, a channel strategy is 
recommended to cope with the changing external environment. The first part of the 
channel strategy describes the role of manufacturer, distributors and account managers. 
The second part is the programs and action plans which include the essential elements 
needed for the plans; capability building programs and incentive programs. Lastly, 
performance have to be measured and the process goes through the feedback loop. 
The strategies are modified if anything goes wrong. 
In Chapter IV，we have proposed a marketing plan to set the directions for the 
company itself and for its agents to compete in the changing environment. The main 
marketing objectives in the plan is to increase the market share in the builders/traders 
area and become the market leader again in two years and to strengthen Shell's 
position in the end user's area. Together with the channel strategy, they act as the base 
for performance measurement and could cast out the confusions of all channel 
members. In this way, future channel conflicts could be avoided or reduced. 
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Methodology 
Different types of methodology are adopted in this project. The primary 
sources of information are from face-to-face interviews, telephone interviews and a set 
of mail questionnaire ( see Appendix 2 for the sample questionnaires ) sent to the PIM 
machines manufacturers. The secondary sources of information are obtained from 
textbooks, journals, magazines and publishing of the various supporting organizations 
in the plastic industry in Hong Kong. 
The Interviews 
Different participants in the hydraulic oil industry and the plastic industry were 
interviewed. The interviews were started with the people in Shell. These included the 
sales and marketing manager, the lubricant manager, the senior account manager and 
two account managers of the Industrial team, the marketing planning manager and the 
technical engineer of the lubricant division. Accompanied by the account manager, the 
director of Shell's principal agent were interviewed for two times. Next, ten machine 
manufacturers, 2 machine traders and 5 end users were interviewed, (please refer to 
bibliography for the list of interviews conducted) 
A number of telephone interviews were also conducted. These included 
representatives from the Hong Kong Productivity Council and the Hong Kong Plastic 
Industry Association. To get a better picture of the market share and to ask more 
specific questions regarding some of the respondents' replies in the mail questionnaire, 
three more manufacturers and 20 more traders were interviewed over the phone. In 
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addition, 35 more end user were interviewed over the phone to ask of the brands they 
are using and other specific opinions. 
The Questionnaire Survey 
The Survey was conducted over a one-month period from 20th January to 21st 
February, 1997，sent to the PIM manufacturers to get a basic picture of the industry 
background. 
The population of the survey is based on the Directory of Hong Kong Plastics 
Industry 96 \ There are 100 PIM machines manufacturers/traders (traders are defined 
as those companies that buy the machines from one company and sell to another and 
not producing the machines themselves ). Convenient samples of 55 machine 
builders/traders, that is, 55 percent of the whole population were selected from the 
Directory. Questionnaires were mailed to the managers or directors of the companies 
selected. The response rate by the cut-off date was 40 percent with 15 returns from 
manufacturers and 7 from traders. 
1 The Hong Kong Plastics Technology Centre Directory of Hong Kong Plastics Industry 96 
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CHAPTER II 
THE BACKGROUND ANALYSIS 
Shell currently knows very little about the PIM machines industry. In order to 
understand the external forces and formulate corresponding strategies to regain Shell's 
market share, we have to have a thorough background analysis of the industry. 
The Company 
The Royal Dutch / Shell Group 
Shell companies are one of the world's largest enterprises. They are involved in 
oil and gas exploration and production as well as refining, transportation and 
marketing. Shell's worldwide chemicals operations place it among industry leaders and 
the Group also has interests in coal, metals and various other businesses. Their 
products include automotive fuels, industrial fuels, lubricants, liquefied Petroleum Gas, 
bitumen, bunker fuels and aviation fuels. 
The Royal Dutch / Shell Group of Companies has grown out of an alliance 
made in 1907 between Royal Dutch Petroleum Company and The Shell Transport 
Trading Company Limited. Both before and after the merger, much of the companies' 
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business was conducted through agents, but by 1913 demand for oil products had 
outgrown this arrangement and the Group subsidiary The Asiatic Petroleum Company 
(South China) Limited was formed to manage the operations in Hong Kong. Business 
grew steadily. The North Point depot and another at Tai Kok Tsui served as Shell's 
major installations until 1947，when Kwun Tong depot opened. It was followed in 
1970 by another new facility at Ap Lei Chau. In 1991，the HK$2.5 billion Tsing Yi 
Installation was officially opened to serve the Hong Kong and South China area. 
Today, Shell's business activities in Hong Kong and China are managed from 
Hong Kong through five separate companies, These are :-
Shell Hong Kong Limited, incorporated in the Territory in 1988，selling oil, LPG, 
chemicals and coal in Hong Kong andMacau; 
Shell Developments (HK) Limited, selling into China; 
Shell China Holdings B.V., joint venture investments in China; 
Shell China Petroleum Development B.V., undertaking oil exploration and 
production business in China; 
Shell China Limited, business development in China. 
Besides its own staff of more than 600，Shell has special partnerships with an 
extended family of agents and dealers. Many of these are long term relationships that 
have spanned decades. 
The lubricant division 
Lubricants are one of the product category of Shell. The selling of lubricants 
and all other products are managed through the Sales and Marketing Department in 
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Tsing Yi under the Shell Hong Kong Limited. Each customer is handled by one single 
Account Manager. The Account Managers are divided into three different teams 
according to the type of customers served. These include Transport, Construction and 
Industry. Each team is handled by a Senior Account Manager and, in turn, they have to 
report to the Sales and Marketing Manager. Most of the Tellus Oil is sold to customers 
in the PIM industry through the Industrial Team. The company uses a matrix approach 
and thus the strategic direction of each product is managed by a product manager. 
Besides, a Customer Service Centre was established in October 95. The centre 
is made up of Customer Service Officers to perform general services. These include 
placing order, following up on a delivery, handling enquiry about invoicing or any 
technical information. The sales and marketing of lubricants are also supported by the 
Technical Department to provide technical advice and the Marketing Planning Team to 
provide relevant statistical data. 
Willie 
The principal agents of the Industrial Team is Willie Petrochemical Co. Ltd.. 
Most of the Tellus oil is sold to the PIM machines industry through Willie. 
The company was found in the seventies by the three brothers. It is a 
entrepreneurial family business. They started their manufacturer-dealer relationship 
with Shell about fifteen years ago. Besides Tellus hydraulic oil, they also sell other 
kinds of petrochemical products which include different types of lubricants, plastic raw 
materials, spare parts for plastic machinery, etc. ( see Appendix 3 for the advertisement 
of Willie showing the types of products sold ) Because of their long history in the 
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plastic industry, they have extensive networks in the industry. Almost everyone in the 
plastic industry knows about Willie the three brothers. The selling of Shell products is 




According to the data from Census and Statistics Department，the average 
domestic export number of PIM machines was 10,476 for the year 91 to 95，88 % of 
them was exported to China. Average import number was 6,942 for the past five years 
(91-95). Of the 6,942 machines imported, about 5,000 were re-exported to other 
places, about 2,000 were retained in Hong Kong. In another words, there are on 
average about 17,000 plastic injection moulding machines either exported, re-exported 
or retained in Hong Kong every year. ‘ 
For initial fill 
When the PIM machines are manufactured, many of the manufacturers fill the 
oil tank with hydraulic oil before they are delivered to their customers. This is called 
the "initial fill”. 
The capacities of tanks which hold the hydraulic oil range from 200 litres to 
2,000 litres depending on the size and power of the machines. The most popular 
models have tank capacities of 200 litres to 400 litres. Assuming an average of 300 
2 Hong Kong Department of Census and Statistics, “1991-1995 Surveys of Import-Export-Re-export Trades." 
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litres of oil used per machine for 17,000 machines, 5,100,00 litres of oil are required 
for initial fill each year. 
However, not every machine will have their oil initially filled in Hong Kong. 
Some buy their oil in China and some of the machines are exported to other countries 
without initial fill. Using figures obtained from the questionnaires and estimation of the 
PIM manufacturers, about 70 percent of the machines will have the oil filled in Hong 
Kong. In this way, hydraulic oil required for initial fill is about 3,570,000 Litre or 
17,850 drums each year. ( drum is the container of the hydraulic oil and it is the selling 
unit of the hydraulic oil, one drum contains 2001itres of hydraulic oil) 
For testing purpose 
These are oils used to test the machines during the manufacturing process. The 
quantity required for testing purpose is comparatively small as the oil is used over and 
over again. Total quantity required for this purpose is about 525,000 Litre each year. 
For oil change 
The quality of the oil deteriorates over time and the oil has to be changed once 
a year, i.e., the oil change interval is one year. There are about 15,500 machines sold 
each year to Hong Kong and China. The general usable life for a machine is three to 
five years. Assume each machine can be used for four years. There are 15,500 
machines x 4 years = 62,000 machines now using in Hong Kong and China. Assuming 
an oil change interval of one year and tank capacity of 300 litre for each machine, the 
total amount of oil required for oil change purpose each year is 300 litres x 62,000 
machines = 18，600，0001itre. 
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However, not every end-user buys oil in Hong Kong, especially for oil change. 
Using figures obtained from questionnaires and estimation of the end users 
interviewed, about 25 percent of the hydraulic oil for oil change are bought in Hong 
Kong, oil required each year is thus 4,650,000 Litre, or 23250 drums per year. 
Based on the above estimation, the total market size for hydraulic oil is 
3,570,000 Litre (initial fill) + 525,000 Litre (testing) + 4,650,000 Litre (oil change)= 
8,745,000 Litre or 43725 drums per year. 
TABLE 1 
THE MARKET SIZE OF HYDRAULIC OIL IN THE PIM MACHINES 
INDUSTRY 
Purpose Required Quantity in H.K. per year / Required Quantity in H. K. per mon 
kL kL 
3'57Q 297.5 
Testing 525 43.75 -, 
Oil Change 4,650 387.5 
Total 8745 728.8 
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Market Share 
Shell was the market leader in the PIM industry in the past. Estimated by the 
Sales & Marketing Manager, Shell had over 50 percent of the market share in the past. 
Comparing the sales figures of Shell lubricant division and its competitors, Shell 
management understands that its market share is losing to competitors, (sales figures 
are confidential and could not be disclosed here) However, only the sales figures of 
competitors' whole lubricant division could be estimated. The sales for hydraulic oil in 
the PIM machines industry is not known. To see how its share of hydraulic oil is 
actually affected by the increasing competition in this industry, it is important to know 
the current market share structure. 
The market share is calculated using the data collected from questionnaire. 
(see Appendix 4 for the calculation of market share ) 
At the manufacturers' and traders' level 
In order to get a better picture of the market share, telephone interviews have ‘ 
been conducted with 3 more manufacturers and 20 more traders conveniently selected 
from the Directory of HK Plastic Industry 96. This together with our returned 
questionnaire, make up a total of 18 manufacturers and 27 traders. This represents 45 
percent of the whole population and is a representative sample and the market share 
estimated below is based on these 45 responses. 
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FIGURE 1 
Estimated Market Share in the field of PIM Manufacturers + Traders 
Jaeger Esso 




FIGURE 2 : Estimated Market Share in the field on Manufacturers Only 
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FIGURE 3 : Estimated Market Share in the field of Traders Only 





Shell occupies a significant portion in the traders' pie (42 percent) but 
performs comparatively poor in the manufacturers' pie. The order quantity of traders 
is small as compare to the manufacturers. Therefore, the overall market share of Shell 
in the manufacturers / traders field is only 16 %. 
At the end users' level 
To get a general picture of the market share in the end user' level, 35 end 
users were contacted over the phone and asked of their brands of hydraulic oil used. 
Five in-depth interviews were also conducted with the end users. An estimation of the 
market share based on these interviews were shown as below ： 
FIGURE 4 
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Shell has gained a significant market share at the end-users' level, 
approximately 50 percent. 12 percent of the end users asked have no specific 
preference which means that they are not loyal to particular brands. Rather, they use 
different brands at different times depending on the prices and the delivery dates at 
the time of order. 
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Large factories located in China can have 100-200 moulding machines, 30 - 60 
are considered as medium, below 30 are considered as small. Most of the factories 
asked are small size factories, the largest one has only 50 plastic injection moulding 
machines. Thus, the large market share of Shell, which is in contrast to that of the 
builders / traders can be explained by the following reasons : 
Firstly, factories that buy their oil in Hong Kong are usually of smaller size. The 
oil requirements of these factories are small and therefore the amounts they spend on 
hydraulic oil are comparatively small. The differences in the total amounts spent on 
using different brands of oil are thus small compare with the large factories. They are 
thus less price sensitive and do not bother so much to switch to other brands. 
Secondly, many factories that are still located in Hong Kong are either of small 
family size or that produce precise high-quality plastic parts. Factories that produce 
high quality products require high quality oil and therefore are willing to pay at a 
higher price. 
In addition, hydraulic oil is not a primary concern for the end-users. Hence, 
they are not so keen on answering our questions as the manufacturers. Interviewees 
are mainly current customers of Shell and thus have a more positive opinion regarding 
Shell So, Shell's end-users segment market share may not be so high as 55 percent. It 
could be less. 
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Hydraulic Oil Distribution Channels 
Oil companies supply lubricants directly to the following parties : 
FIGURE 5 
TYPICAL DISTRIBUTION CHANNELS OF OIL COMPANY 
Oil Company 
v • J y ^ 
PIM PIM PIM 
OilAgems E n d " u s e r s Manufacturer Traders Salesmen 
Machine Manufactures' Buying Channels 
Local machine manufacturers sell their machines directly to end-users. The 
figures described below are based on the returned questionnaires. 
In terms of the volume of oil bought, 81 percent (i.e. 80,595 Litre) of the 
responded manufacturers' oil is directly from oil company, 19 percent (i.e. 18,905 
Litre) is from oil agents. 
To take a closer look, we can divide the machine manufacturers into three 
classes depending on the number of PIM machines produced each year : small (under 
150 machines each year), medium (150 to 500 per year) and large size builders (over 
500 per year). 
In terms of the numbers of manufacturers, most of the small-size manufacturers 
(60 percent) buy their oil through agents. In contrast, all the medium-size respondents 
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and most of the large-size respondents (75 percent) buy directly from oil company. 
The volume of the oil small-size manufacturer bought is small when compared with the 
medium and large manufacturers. Thus, even most of the number of small-size 
manufacturers buy their oil through agents, the percentage of the total volume of oil 
bought through agents is only 19 percent. 
Shell sells hydraulic oil mainly through agents whereas competitors do it 
differently. 89 percent of competitors' oil is sold directly to the machine 
manufacturers, only 11 percent of the oil is sold to manufacturers through agents. 
Traders，Buying Channels 
49 percent of the responded traders' oil ( i.e. 13,965 Litre) is bought from 
agents. As 40 percent of the responded traders are Shell's customers and Shell sells 
hydraulic oil solely through agents, a large percentage of 49 is obtained. However, two 
large traders, Sun Engineering (5500 Litre per month) & Kalarie (8500 Litre per 
month) buy their oil directly from Mobil, It could thus be seen that competitors supply 
directly to traders whose order quantities are large. 
End-users' buying channels 
Estimated by the end users they we have talked with, about 80 percent of the 
end-users' oil is bought from oil agents, 10 percent directly from oil company and the 
remaining 10 percent are from other companies such as trading company or hardware 
stores. 
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Shell Tellus Hydraulic Oil 
Shell altogether has 5 types of hydraulic oils, namely, Tellus Oil, Tellus Oil S, 
Tellus Oil C，Tellus Oil T and Hydraulic Testing Oil. Only Tellus Oil and Hydraulic 
Testing Oil are for use in plastic injectionmoulding machines. 
There are 5 divisions for Tellus oils which are named by the ISO-graded 
viscosity, 22，32, 37，46’ 68 and 100. The most common types used in plastic injection 
moulding machines are Tellus 46 for use in smaller model and Tellus 68 which is for 
use in larger model. There is also Hydraulic Testing Oil (HTO) and it is for short-term 
testing purpose of the machines and is not recommended for long-term operation. 
Strengths of Shell Tellus Oil 
One major advantage of Tellus is its early penetration into the market. Because 
it is the hydraulic oil with the longest history in Hong Kong, most of the people in the 
plastic industry can recall the name of Tellus. In the early years, it was so popular that 
Shell Tellus oil and plastic injection moulding machines were seen as inseparable. Thus, 
Shell Tellus has an advantage of high brand awareness in the industry. 
However, competitors have caught up and overtaken Shell in recent years due 
to their : 
(i) use of different sales channels 
(ii) pricing strategies at different sales channels 
(iii) promotional activities in machines exhibitions 
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(iv) advertisement in machinery magazines 
(v) alliance, co-operation with machine manufacturers 
Shell does little of the above in the recent years. The superior image of Shell 
had lost significantly as can be seen from this survey. 
Shell's another strength lies in the quality of the oil. Performance on the 
oxidation stability is far better than other major competitors according to a recent oil 
test. Only Mobil can have a comparable performance. However, the differences in 
oxidation stability cannot be easily distinguished except in extreme environmental 
conditions，for example, under extremely hot or cold temperatures. Therefore，the 
buyers does not know about the importance of oxidation stability and Shell's better 
quality on this aspect 
Weaknesses of Shell Tellus Oil 
Shell's major weakness is its inadequate sales channel. Shell's products are sold 
mainly through agents, even to machine manufacturers. Whereas competitors sell 
directly to the machine manufacturers. Tellus, due to its sales to machines 
manufacturers through agents, is more expensive than competitors in this segment. 
Besides, not promoting itself in exhibitions / magazines and no joint promotions 
with machine manufacturers are also Shell's weaknesses. 
Pricing strategies cause another problem. Shell has no strict control over the 
agent's selling price. There could be large differences in price for different agents. 
Customers are then confused of how much Shell Tellus actually worth. They are also 
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worried of buying fake oil since some agents could provide Tellus at a much cheaper 
price than others. This will largely affect Shell，s image. 
Opportunities of Shell Tellus Oil 
In the future, the only kind of factories that will be remained in Hong Kong are 
those that producing high-technology or high-quality products. These factories require 
high-quality oil. If it can be proved that Tellus is of the best quality, these factories are 
willing to pay for Tellus at a higher price. 
Threat of Shell Tellus Oil 
The oil market in Hong Kong is actually decreasing due to the stagnant plastic 
industry and the relocation of factories to China. This is a threat to all oil companies in 
Hong Kong. Details will be discussed in the Other Environment session. 
For Shell, the inadequate distribution channels will limit their sources of 
information. If Shell cannot get direct information from the market, its response to the 
market will be slow. In a competitive environment, slow market response is a great 
threat. 
Furthermore, Shell is not active in the market when compared with 
competitors. Shell does not have many marketing activities and so customers are not 
reminded of the existence of Shell products. Furthermore, the connections between 
Shell and the manufactures are poor. Tellus is thus not strongly recommended by 
manufacturers. In the long term, Shell，s superior image will be lost totally. 
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Shell's pricing strategy will make customers hard to adapt as the price can be 
so varied for different agents. Customers would be confused and would be afraid of the 
possibility of fake oil, this will greatly affect Shell's image. 
, Competitors 
Major competitors are Caltex and Mobil. Jaeger is catching up quickly and it 
has already enjoyed a 10 percent market share in the builders / traders sector. Besides, 
Pacific andDunwell are among one of the future major competitors. 
Strengths of Competitors 
All of the competitors sell both directly and indirectly through agents. In that 
way, they can have direct contacts with different segment of markets and have a better 
understanding of the market. They can also get immediate feedback from the market 
and have faster responses. Furthermore, large customers are pleased with the price and 
the attitude of serving them directly. Most importantly, they can be assured of no fake 
products. 88 percent of the volume of competitors' oil is sold directly to the machine 
manufacturers and traders. This is very different from Shell's practice. At the end 
users' level, however, only 15 percent of the competitors' oil is sold through direct 
channels because of their smaller order quantity. 
Fast and flexible arrangements for delivery are giving the competitors much 
advantages over Shell. All competitors can deliver goods with only 1 to 2 days' notice 
in advance even for just 1 or 2 drums of hydraulic oil. What's more, Jaeger and Pacific 
can have the oils delivered straightway to China without additional charges (i.e. tax-
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free). Caltex and Mobil also, can arrange for delivery to China free of charge or for 
less than HK$100 charges per drum for the large customers (mostly manufacturers). 
Weaknesses of Competitors 
Jaeger, Pacific and Dunwell could enjoy a little less benefits from their brand 
names because they are new in the market. Mobil and Caltex, however, are considered 
in many ways as famous as Shell. 
Quality of other competitors, except for Mobil, is tested to be of a lower class 
than Shell though the fact is rarely known and concerned by customers. 
Marketing Programs of Competitors 
Marketing programs of all other competitors are generally active. Caltex, Esso, 
Jaeger and Pacific advertise heavily in local magazines. ( see Appendix 5 for 
advertisement of competitors ) They are actively promoting themselves in various 
exhibitions for the plastic industry. They set booth as well as sponsoring oils in the 
exhibitions. Some of them also have sales promotion programs. ( See Appendix 6 for 
leaflets about the sales promotions held by competitors ) Moreover, Caltex have joint 
promotions with one of the largest manufacturers. The manufacturer's PIM machine 
with its logo is printed on Caltex's catalogues. This signals to the customers that this 
manufacturer uses Caltex. ( See Appendix 7 for the Caltex catalogue ) 
Apart from the above marketing programs, salesmen of competitors call on 
customers actively. They visit both the manufacturers and the end users frequently to 
keep themselves as well as their customers updated about the market information. This 
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probably explains why Mobil has gained a leading market share even though it does 
not advertise in the magazines as heavily as others. 
Price of Competitors 
The difference in price is quite significant at the builder's level. Shell is much 
more expensive. However, at the end-user's level, the difference is less significant. This 
can explain for the low market share at the builder's level and a relatively high share in 
the end-user's level. A comparison of the prices is listed in Table 2. 
TABLE 2 
PRICE OF SHELL & COMPETITORS AT DIFFERENT CHANNEL LEVELS 
Oil Company Oil Brand List Price per Litre Selling Price to Selling Price to end 
manufacturer / drum users / drum 
"Shell feilus'46 13.40 17800-1,900 r,900-i'300 
Shell HTO N.A.a 1,350 N.A. 
Mobil DTE 25 13.20 1,500-1,700 1,800-2,200 
Mobil Hydraulic Lite / 12.60 1,300-1,500 not available 
Medium 
Caltex Rando HD 46 13.20 1,400-1,700 1,800-2,100 
Jaeger AW'S' 12.40 1,300-1,500 1,700-1,900 
Castrol Hyspin AWS 12.60 1,600 1,800-1,900 
Esso NutoH 12.60 1,500-1,700 2,000 
Pacific Pacific 11.60 not available 1,700 
Dunwell Recycle Oil 7.50 1,300-1,400 1,500 
a Non Applicable because Shell only sells HTO on request. It is not shown on the price list and it 
is not sold to end-users because it is called the Hydraulic Testing Oil. 
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The Customer 
Who are the customers ？ 
All PIM machines manufacturers, traders and end users are Shell's competitors. 
Their ways of using hydraulic oil is discussed below. 
Machine Manufacturers (Or called builders bv the insider) 
Machine builders use hydraulic oil to test for the proper running of their 
machines. However, over 80 percent of the end users will ask the builders to fi]l the oil 
for their newly purchased machines, that is, customers prefer to have their newly 
purchased machines filled with oil upon delivery to their factories. 
Machine Traders 
As many of the traders do not keep stock in Hong Kong. They do not require 
oil for testing purpose and as they do not have the enough resources, they are also 
reluctant to buy oil for their customers. Many of them buy oil occasionally upon 
request. Their general order quantity is thus smaller than the machine builders. 
End-users 
According to the company list of the Directory of Hong Kong Plastic Industry 
‘96，end users can be segmented generally in five categories ; Mould manufacturing; 
Toys, Sports & Decoratives; Electrical / Electronic / Optical products & parts; 
Housewares and Fashions & footwear. 
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FIGURE 6 
Segmentation of end users 
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Factories making general plastic products like toys and housewares usually 
use cheaper H.K. or China-made injection moulding machines. Their quality 
requirement for hydraulic oil is not very high. Strategy of these factories is to be the 
cost leader, i.e. having the cheapest selling price. 
On the other hand, factories making hi-tech or high-quality products like 
minute electronic and optical parts use expensive imported injection moulding 
machines. They want to be the quality leader and want everything to be of the best 
quality. 
Purchase Decision 
In order to come up with an effective marketing plan and to serve the 
customers better, it is important to know who is the decision maker in choosing which 
brand of hydraulic oil to use. 
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For initial fill 
Based on the results of the questionnaire, only 13 percent of the builders 
always have their machines initially filled with oil. 67 percent buy for their customers 
on request. Nonetheless, most of the end users (over 80 percent) will have these 
requests. The remaining 20 percent do not buy any hydraulic oil for their customers. If 
oil is purchased through the builders, they usually make the decision of which brand to 
buy (83 percent). 58 percent of the machine builders also recommend the end-users 
about which brand to buy when they change their oil. Recommendation could be given 
orally or having it written down on the user's manual. 
Around 40 percent of the traders buy for customers on request, 60 percent ask 
their customers to buy for their own. Again, if they are asked to buy the oil，60 percent 
of them will make the decision of which brand to buy. 80 percent of them also give 
recommendations to the end-uses about which brand to buy. 
For oil change 
End-users, however, seldom turn to the builders or traders for oil change. It is 
estimated that 70 percent decide on their own for which hydraulic oil to buy. 20 
percent look for the opinion of machine builders and 10 percent look for that of the oil 
agents. Some end-users have built up habits to buy certain brand of oil as it is more 
convenient for them to fill all injection moulding machines with the same brand of oil. 
Some, on the other hand, are willing to change the brand. They will ask for the market 
price before they make the decisions. 
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Buying Criteria 
Machine builders / traders 
Quality are regarded as the most important criteria and price the second of 
choosing hydraulic oil. The machine builders do not think that there is much difference 
in quality among several famous brand names such as Mobil, Caltex, Shell. What they 
mean in quality is that they will not consider those without much real brand like China-
made oil. In another words, they think that brand equals quality. 
Delivery is the third most important criteria. Apart from on-time delivery, 
machine builders prefer direct delivery to China ( without paying taxes, that is, with tax 
free permission ) since over 90 percent of the hydraulic oil is for use in China. This is 
especially true in companies where the sales people get most of the profit from the 
selling of oil. 
Buying criteria for traders is similar. 
TABLE 3 r 
BUYING CRITERIA OF BUILDERS / TRADERS 
— 
Rank One Criteria Rank Two Criteria Rank Three Criteria 
Quality Price Delivery 
End-users 
End-users give more emphasis on quality than PIM manufacturer or traders. 
The quality image of Shell is a little more deeply rooted at the end-users' level then at 
the builders' / traders' level, especially for factories of longer history. 
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However, many factories that are still located in Hong Kong produce products 
that do not require much precision like toys and housewares. They do not need high 
quality oil. Since their strategies are to be the cost leaders not quality leaders, they 
have to try their best to cut down costs. Besides, there are also a large part of the end-
users who think that there is not much difference between oil of several large oil 
companies. For them, brand equals quality. 
The third most important criteria are delivery, services and referral (word-of-
mouth). Again, most of the oil is for use in China. Direct delivery to China with tax 
free permission would provide them with great convenience and cost-savings. 
Services that end-users look for are oil tests, technical enquiries, technical 
supports and product updates. It is important that when they encounter some problems 
or that they do not know which lubricants to use for certain purposes, they could have 
some experts to turn to. Actually, Shell has provided nearly all these services but most 
of the end-users do not aware of these services. 
Most of the end-users do not know much about oil. Referral is thus important. 
They will turn to the oil agents, machine builders and friends for referral. 
TALBE 4 
BUYING CRITERIA OF END USERS 
•.••.••-•-•VUVruWLaruWuWLrUVLnjVLrVWLfWLnjVUWLr-WJ.WUW-VUWWWWV 
Rank One Criteria Rank Two Criteria Rank Three Criteria 
Quality Price Delivery, Services, Referral 
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Customers' and Non-customers，General Perception 
In the questionnaire, respondents were asked to give marks to the brand they 
are currently using, from 1 mark to 5 marks on different aspects. 
Machine Builders / Traders 
Seven aspects were asked : marketing programs, quality, delivery, sales 
network, product information availability, price and overall feelings, making a total of 
35 points. 
TABLE 5 
RATINGS GIVEN TO SHELL BY CUSTOMERS AND NON-CUSTOMERS 
^^^^^^^^^^^^^^^^^^ •^^^^^^^^^^ w^^^^^^^^ w^wwwvw^vwwvwwvvwwvwvwwyvwwwwyw^AAAA^u^  . . 丨 . • • ” � w v w w w v w v v v v v v ^ ^ ^ n j ^ v ^ ^ ^ ^ ^ ^ ^ ^ 
Company Size & Type Customers Non-customers 
Small Builders 23.50 25.25 
Medium Builders 25.00 22.97 
Large Builders 22.00 20.50 
Traders 22.97 25.32 : 
Total weighted average 23.27 23.28 
一^^ 一輪 • 州• • • v州 鋪VUJ -.-. 
Analyzing the data vertically, small and medium size factories are more satisfied 
with Shell than large-size factories. This is because the order quantities of smaller size 
companies are comparatively smaller, they are willing to buy from the agents and have 
a lower expectation from the oil company. Their bargaining power is small. As small 
customers, they appreciate very much of a large corporation, Shell's visits. 
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On the other hand, large-size manufacturers think that our visits are too late. 
They do not want to buy from agents because they think that their order quantity is as 
large as some agents. They should have been served directly by Shell and be given 
better prices. They think Shell should have approached them long ago considering their 
large quantities. 
Analyzing the data horizontally. We can compare the ratings of customers and 
non-customers. For small size manufacturers and traders, non-customers think that 
Shell has performed satisfactorily in all aspects (4 marks on average) except price (2.75 
marks). Therefore, they are willing to try Shell if the price is lowered. However, the 
high marks indicate that non-customers have a high expectation from Shell. On the 
other hand, current users who have actually used Shell's products do not give marks as 
high as the non-customers. This is dangerous for it would mean that current customers 
will switch to another brand more easily because as Shell is not as good as they have 
expected. 
For medium-size and large-size manufacturers, there is not much difference 
between customers and non-customers. 
Traders behave similarly as the small-size manufacturers mainly because of 
their similar order quantity. 
End-users 
For end-users that we have talked with, customers' and non-customers' 
perception on Shell are similar. 
Generally, end-users do not have clear ideas of which brand they are using. 
They do not really care as long as the machines are working properly. It could be easily 
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understood as end-users would consider the injection moulding machines, rather than 
the oil, as their primary resources. 
How do customers compare Shell with competitors ？ 
Overall impression 
In the field of machine builders and traders, Mobil got an exceptionally high 
mark in the test, a total of 30.5 out of 35 marks. Caltex in the middle got 27 marks and 
Shell got the lowest mark of 23.50. 
Opinions on specific items 
Opinions on specific items were obtained mainly from interviews and the 
returned questionnaires. 
‘Marketing Programs' of Shell had been rated poorly, especially by builders 
and traders. The general comments are that Shell is passive and ‘quiet ‘ when 
compared with most other competitors. As mentioned in the earlier section of 
Competitive Profile, competitors have been active in the market while Shell has little 
contact with the customers. 
Related to the 'marketing program，is the 'product information availability' 
which had also been rated poorly. Customers can seldom get information from Shell 
but only fax from Willie. They are not aware of any new products or promotions from 
Shell. Some even do not know where to get Shell if they have questions. 
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‘Price，had also caused dissatisfaction from the customers. Many said that it 
was not worth to pay a few hundred dollars more for a better quality which could not 
be detected. Some customers had even deliberately tried different brands and they 
could find no difference on the performance. Many of the ex-customers said that price 
was one of the main reasons for their switching from Shell. Non-customers also said 
the reason for not trying Shell was because of the high price. 
‘Quality，of Shell had not been regarded as better than the competitors. From 
the questionnaires, it is of the lowest mark in the builder's field among competitors. 
Through interviews, when they were asked of the opinions about quality, they would 
balance it with price. In another words, they are satisfied of competitors' qualities with 
the prices that competitors offer. They are not willing to pay a much higher price for a 
similar or a little bit better quality which is hardly detectable. It does not really mean 
that they think competitors are of higher quality in the absolute terms. 
'Delivery' was another dimension that has received poor comments. As 
mentioned before, this is because of Shell's inflexibility regarding direct delivery to 
China. 
‘Sales Network，had a comparatively poor comment in the medium and large 
size builders sectors. This could be easily understood as considering their large order 
quantity. They prefer to be supplied directly by oil companies. They can get the oil at a 
lower price and can also be assured of ‘real，oil in this way. 
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Other Environmental Factors 
FIGURE 7 
Import, Export & Re-export figures of Plastic Injection Molding Machines 
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Export 
It could be seen that the number of plastic injection molding machines 
exported is decreasing. About 90 percent of the machines are exported to China. Of 
these 90 percent, most of the factories are wholly or jointly owned by Hong Kong 
companies. Thus, the decreasing trend can be attributed to two main reasons : (1) the 
stagnant plastic industry in Hong Kong and China, and (2) the increasing import tax 
of China. 
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The stagnant plastic industry 
Plastic industry in Hong Kong and China is growing very slowly. It is mainly 
because of the worldwide economic trough. Purchasing powers of consumers is 
generally decreasing. The decrease has been significant in USA and Europe where 
most of the Hong Kong or China-made plastic products are exported to. 
Hong Kong has been a cost leader in the worldwide plastic industry. However, 
techniques and technologies of other countries in East-Asia, such as Vietnam and 
Thailand are improving. They are starting to produce comparable products at a 
cheaper price. Hong Kong thus is losing its competitive advantage. Many small 
factories have ceased operations in the recent years due to the increasing competition 
of the market. Thus, the number of PIM machines needed has decreased, causing the 
export number to decrease. In the future, Hong Kong has to switch to another 
segment, targeting to produce precise and high-technology plastic products. 
The increasing import tax of China 
Many factories have been relocated to China to reduce the production costs. 
Import tax of China is a major reason for the decreasing trend. Starting from next year, 
an import tax of 32 percent will be imposed. Some manufacturers may enjoy a tax-free 
status for two more years, depending on the individual company's business 
performance. Many companies are starting to look for PIM suppliers from China and 
thus to avoid the tax. As about 90 percent of the locally made machines are exported 
to China, the export number has been affected by this trend. 
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The trend will continue because the technology and techniques in China will 
become mature in the near future and at that time, more and more factories will buy 
their machines in China. 
The relocation will affect the oil market in Hong Kong even more. Because of 
the fear of fake oil, there are still about 60 percent of the plastic factories buying oil 
from Hong Kong. However, a large part of this 60 percent are small and medium size 
factories. Large factories located in China, with over 100 PIM machines prefer to buy 
oil directly in China. Large size factories are very price sensitive. This could be easily 
understood. Assume each drum of oil is HKD 100 more, and each machine needs only 
one drum of oil. If the company has 100 such machines, the cost each year will then be 
HKD 10,000 more. Thus, large size factories would take the risk of buying oil in China 
for this is a cheap and convenient way. 
In the long run, the oil market in China will become mature, quality of China oil 
will improve and imported oil can also be easily bought in China. At that time, market 
of hydraulic oil in Hong Kong will be greatly affected. 
Furthermore, operating factories in China is becoming more and more difficult. 
The policy in China changes so frequently that companies find it very difficult to adapt. 
As taxes are imposing on more and more items, production costs are increasing and 
customers are becoming more price sensitive. Some companies have already looking 
for opportunity in other East-Asia countries. If the trend continues, both PIM and 
hydraulic oil market size in Hong Kong will decrease. 




Re-export of the plastic injection molding machines has been affected to a 
lesser extent. This is because machines not made in China or Hong Kong are much 
more expensive ( at least two times more expensive) . These machines target at those 
end-users who demand high quality products and are less price-sensitive. The market is 
thus not much affected by the China-made machines. Nonetheless, import tax raised by 
the Chinese Government next year is believed to have some impact on the re-export 
market. 
Import 
Import figures increased sharply in 1995. This is due to the fact that there was 
a large price reduction of the Japanese machines in 1995. Thus, traders imported a 
large number as stocks. 
The Free Trade between Taiwan and China 
On average, there are about 2,000 machines imported from Taiwan each year. 
Of these 2,000 machines, 95 percent of them are re-exported to China. Thus, the free 
trade between China and Taiwan will have a certain degree of impact on both Hong 
Kong's machines and oil markets. The degree, however, will not be very great as not 
many traders fill their oil in Hong Kong and that the machines imported from Taiwan 




THE CHANNEL CONFLICTS 
Shell relies totally on their agents and does not know about the market. It does 
not keep track of the business environment it involves in and its responses to the 
market are slow. Hence, giving competitors chances to get the share from Shell. One 
of the main reasons for the slow market response is because of Willie's unwillingness 
to provide updated customers and market information. Their relationship has been 
worsen in the recent few years. Facing the decreasing sales, Willie blames Shell for not 
listening to their suggestion and not giving it enough support. Shell blames Willie for 
its unwillingness to share market information and is skeptical about its eagerness to sell 
the products and ways of doing business. The channel conflicts between the two 
parties have led to inefficiency and hence slow market response. 
Another major reasons for the lost of market share is because of their lack of 
marketing focus. They do not have a marketing plan to guide their directions. 
However, the marketing plan cannot be formulated and executed effectively without 
the input and cooperation from WiBie. Hence, to help regain the market share of Shell, 
we should first investigate into the problems of channel conflicts and solve them. 
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Channel conflict is a situation in which one channel member perceives another 
channel member(s) to be engaged in behavior that is preventing or impeding it from 
achieving its goals • The relationship between Shell and Willie has started to worsen 
when the sales of Tellus has begun to show a decreasing trend. Both parties realize the 
problems, but neither one want to address the problem directly. As a result, their 
relationship become worse and worse. Mistrust started to build up. Thinking that it 
might be a chemical reaction problem between people, salesman assigned to deal with 
Willie has changed for three times. The current salesman, called the Account Manger 
in Shell serving Willie wants to make some changes to improve their relationships and 
to increase the sales. However, he is not familiar with the injection moulding machine 
industry, he does not know how to start with. The attitude of Willie is not very 
cooperative after several discussion with Willie on this matter. To help analyze and to 
solve the channel conflicts Shell is facing, we take the relationship dynamics model 
proposed by Gardner，Benoy and Thach4 as a basic reference and then modified it as in 
the following page : 
3 Louis W. Stern & Adel I. El-ansary; Marketing Channels; Prentice Hall 4th edition 
4 John T. Gardner, W. Benoy Joseph & Sharon Thach; Modeling the Continuum of Relationship Styles Between 
Distributors and Suppliers; Journal of Marketing Channels, Vol.2(4) 1993 p. 1-27 
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FIGURE 8 
THE RELATIONSHIPS DYNAMICS MODEL 
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New and Existing Relationships 
Candidates for partnership formation come from two sources, either new 
business or existing business. The natures of these two sources are very different and 
separate consideration is required. Existing business has a known set of attributes, both 
in terms of costs and marketing function performance, and in terms of the current style 
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of the relationship. New business, on the other hand, has a relatively unknown set of 
attributes and consideration of the style of relationship developed is needed. However, 
the setting up of a new manufacturer-distributor relationship is not the topic of our 
main concern and will not be discussed. 
Relationship Reevaluation Triggers 
The relationship reevaluation triggers are all those factors that would lead to a 
need for reexamination of the existing relationships. The reevaluation can be influenced 
by changing demands from customers, suppliers or competition. These changes can 
influence managers to reconsider changes in the relationship style in order to take 
advantage of new opportunities. Adverse events such as in Shell's case could heighten 
concern for survival, thus triggering reevaluation. In order to come up with a feasible 
solution to solve the channel conflicts, it is important to investigate the sources of 
conflicts which are all those relationship reevaluation triggers. 
The role of perceptions and behaviors 
Difference in perceptions is an important source of conflict because they 
indicate there will be differing bases of action in response to the same situation and this 
is one of the major reasons of Shell's channel conflict. 
The two parties have very different perceptions about the plastic injection 
moulding industry. Shell thinks that the current competition is not very intense and it is 
still the market leader in this industry. Though competitors offer a lower price, 
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customers would still prefer Shell because of its brand and its higher quality. They 
think that Willie is not active enough to sell Tellus because Willie handles too many 
product lines to be effective. Also, they have a perception that Willie are preoccupied 
with 'chiseling' the best prices out of suppliers and that is the reason why Willie keep 
telling them the price of competitors are much lower. They also perceive that Willie 
has a low level of management competence and that Willie does not properly think of 
end users as the Shell's customers. 
On the other hand, Willie knows more about the market situation. They think 
that Tellus cannot compete if it keeps charging at a premium price as customers are 
becoming very price sensitive. Shell does not provide enough support for them to 
compete. Shell does not offer a planned approach to promoting the product and is too 
slow to response to their requests. Shell's financial support on promotional events is 
also not enough. Furthermore, Shell lacks an understanding of the market. They put 
too much emphasis on hydraulic oil but do not have a complete range of products and 
services to satisfy the customers. 
Asymmetrical power relationships 
When there is an imbalance in channel members' power, conflict exists. The 
imbalance stems from the history of the two parties' relationship. The two people who 
deal with the proprietor of Willie, when the relationship first started many years ago 
are now the CEOs of Shell. Director of Willie claims that he is a close friend of these 
two now CEOs. They liked to play golf and mahjong together in the past. However, as 
Shell keep expanding, the company has become much more organized and structured 
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than before. In addition, these two people have been promoted to the senior 
management level and thus they seldom deal directly with Willie. Instead, account 
managers are assigned to handle the account of Willie. Thus, imbalance exists. The 
director of Willie is also the proprietor, he has the full authority to make any kinds of 
decision. On the other hand, the account managers do not have much decision-making 
authority and they have to ask for the approval of the company in almost all areas. The 
situation causes a lot of complaints from Willie. Firstly, the response of Shell is very 
low as every decision has to go through a long approval process. Secondly, Willie 
thinks that Shell is not serious enough to their relationship because he used to talk with 
the now CEOs of the company and they are now very difficult to get in touch with. He 
thinks that the account managers assigned are of very different levels from him, they 
have no authority and he is unwilling to talk with them. Thus, the communication 
between them is very poor. That is the reason why the problems have been left 
undiscussed for so long. 
Performance of channel members 
The awareness and execution of channel member duties has been linked to 
conflict. As mentioned before, they have different perception and thus they hold 
expectations of each other's duties and performance. Shell have high expectations of 
their products may not see their duties in the same light as Willie. They see Willie's 
role as minor for the brand's past success and Willie sees the vice versa. They are 
dissatisfied with each other's performance and blame each other for the decrease. 
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Goal incongruity 
Each channel member has a set of goals and objectives that are for its own 
good and very often incompatible with those of the other channel members. For 
instance, Shell wants Willie to carry only Shell products while Willie seeks to carry a 
variety of goods and even competitive brands. Willie views himself as more customer 
oriented and is firmly convinced that his main obligation is to satisfy the needs of 
customers. He takes pride in offering full sales coverage, broad product lines and a full 
range of services. It is this ability that Willie tries to sell to Shell at first and he uses this 
ability to bargain for autonomy. Because of the differences in goal, aims and values, 
they have different views regarding the handling of large accounts, the size of 
distribution margins and the distributor's primary obligations and loyalty to the 
customers and to the supplier. 
External influences on conflict 
As discussed before, the competitive environment of the plastic injection 
moulding machines industry and the state of local economy has changed a lot. There 
are changes in all areas such as the nature of competition, demands of manufacturers, 
demands of customers and changes in supplier set. Tellus does not have appropriate 
strategies to cope with these changing environment. Shell and Willie holding each 
other responsible for poor sales. 
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Partnership Advantage Evaluation 
After knowing the reevaluation triggers which causes the conflicts, we have to 
examine possible benefits that could be generated from a good suppliers and 
distributors relationship. Thus, we can understand the kind of potential benefits that 
Shell and Willie is not achieving. Then, we could derive a clear action plan to improve 
the relationship so as to achieve the possible benefits. Major sources of advantage for a 
supplier-distributor include : 
Marketing enhancements 
Marketing enhancement in different areas can be derived from closer 
relationships between suppliers and distributors. For instance, price enhancements can 
result from joint financing plans, as a close partnership might involve a financing 
commitment by Shell specifically to finance customer sales of Tellus to regain market 
share. Product offering can be enhanced by developing closer working relationship 
between their engineers so that a complete range of products could be provided to 
satisfy the needs of customers. A close partnership is also required to motivate each 
other to devote personnel assets and share expertise. Customer service is another area 
where partnership advantages are clearly manifested. For example, Shell could use 
their oil expertise to provide services like oil test to test the quality of the oil that 
customers are using. Willie could use their expertise to provide direct delivery services 
to China. By coordinating outbound and inbound logistics more closely, overall 
customer service levels can be improved. By jointly building salesmanship and sales 
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management skills rather than having separate operations, they can benefit jointly from 
increased sales potential. 
Cost reductions 
Because of the poor coordination and communication between the two parties, 
a lot of administration costs have been wasted and cost reductions cannot be achieved. 
By working more closely with Willie, Shell might be able to get more market 
information, improve their forecasting and thus enhancing production efficiencies. 
Managing uncertainty (Williamson, 1981) 
Because the environment of the industry is changing, both Shell and Willie are 
facing the extra-channel uncertainty. If the partnership is close enough, they can have 
joint systems for responding to changes, such as joint forecasting systems, 
postponement strategies and EDI-based reduction of order response time. In addition, 
intra-channel uncertainty can also be managed better by building trust and loyalty 
through demonstrated sharing of benefits and burdens, close management 
communications, planning, and results perceived to be derived from the closer 
relationship. (Anderson &Narus, 1990) 
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Protection of specific assets (Williamson, 1981) 
Through building of partnership, the assets of both parties are protected by the 
extended and mutually dependent relationship and may even encourage increased 
investment in the specific assets. If the relationship does not improve, they might end 
up in costly legal remedies. 
Formulating Channel Strategies 
After the above analysis，it is clear that a close partnership could result in a lot 
of advantages. Because of all the sources of conflict discussed in the relationship 
reevaluation triggers section, such advantages cannot be gained. Thus, a 
comprehensive channel strategy should be developed to take those advantages. In 
particular, it helps Shell be aware of the current issues in successfully managing theses 
channel relationships while formulating the strategy. 
Furthermore, a detail channel strategy could help to understand and accept ‘ 
each other's role. They could then have a clear perception and realistic expectation of 
each other's performance. Common goals could also be developed to jointly facing the 
changing environment. Successful partnering requires that both parties strive to answer 
questions and improve the level of commitment, take unique contributions, pool 
resources and expertise, enhance cross-functional communications, and heighten 
interdependence in loyalty levels. These cannot be done without mutual trust and 
commitment. The development of a channel strategy could signal the commitment of 
Shell and help building trust. 
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The channel strategies recommended include two parts. In the first part, the 
role of each player in the channel is defined. In the second part, we will propose the 
action programs and plans. 
Relationship Components 
First of all, we have to elucidate the cast in this relationship and the role of the 
players so that they could have a better understanding of each other's role. This could 
help to create a better perception and thus coordinated and satisfied behavioral 
outcomes. 
The role of manufacturer - Shell 
The manufacturer has two tasks, marketing to distributors and marketing with 
distributors to the final customers. Performing these tasks effectively requires Shell to 
develop a detailed marketing plan. This implies understanding and analysis of market 
demand and growth, and also an understanding of the key trade-off. (E.g. market ‘ 
coverage versus costs). It also includes definite marketing objectives clearly 
communicated to all participants. It is critical in this context to share all intelligence 
that is available from the market in this changing market environment. That is another 
reason why a marketing plan is essential for Shell. The proposed marketing plan will be 
presented in the next chapter. Aside from developing this plan, Shell should also define 
the role and functions of the distributor. .Margins and other supports should be 
structured to reflect the value of these functions. 
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However, as trust has been associated positively with cooperation5 and hence 
better sales potential, two important aspects should be kept in mind by Shell. First, no 
degree of coercion on his part ensures success in the relationship and second it is only 
their concern and interest in helping the distributor through difficulties, and the long-
term nature of this relationship, that will keep the distributors from carrying secondary 
lines, from which they usually earn greater profits. 
The role of distributors 
In order to make his contribution to a working partnership, the distributor must 
recognize and comprehend the needs of the manufacturer. In particular, his 
responsibility would be to fulfill four primary commitments to the partnership. 
• Market Penetration : Make the product available as quickly as economically 
feasible and solicit new accounts to help expand the market 
• Customer Support ; Maintain competence in product knowledge and technical 
capability to assist customers. 
• Financial Stability : Manage assets, cash flow, and pay bills promptly. 
• Market Information : Share knowledge of the local market 
Distributors must also show adequate concern to the following areas to 
improve productivity. This includes coordinating the presence of Shell products in the 
market place, providing value-added services like identifying potential customers and 
developing product applications. 
5 William R. Doucette & Joseph B, Wiederholt; Contextual Factors and the Cooperativeness of Conflict 
Resolution Strategies in Interfinn Relationships; Journal of Marketing Channels Vol. 5(2) 1996 p. 1-21 
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The role of account managers 
As the direct interface between distributor and Shell, the account manager can 
be critical to the success of both parties. His primary responsibilities are to maintain an 
effective relationship with the distributor, champion the distributor to the supplier, and 
be the supplier's chief communicator to the distributor. Ideal skills for an account 
manager include being teacher, coach, ambassador, diplomat, performance reviewer, 
business analyst,, fire fighter，and jack of all trades. Other key job descriptors are 
motivator, enthusiasm generator, trust builder, and expediter. The selection, training, 
supervision, and compensation of an account manager should be viewed as a crucial 
element in the partnering effort between the distributor and Shell and should be 
carefully managed. 
However, an account manager could not fulfill the above responsibilities if he 
does not have the enough power. Power imbalance causes dissatisfaction of 
distributors. The account manager can use five influence techniques, or bases of 
power, in order to effectively satisfy his customers. The uses of expert, reward, and 
referent power have a positive effect on distributor satisfaction while the use of 
coercive power have a negative effect6. 
The account managers rely heavily on distributors to sell the products, they 
know very little about the market. They need to create the impression that they possess 
superior skills or knowledge related to the purchase interaction. Information and 
communication are crucial links in the channel, and the member who controls this flow 
will have more power. Therefore, Shell should acquire a significant amount of expert 
James E. Zemanek, Jr. & James W. Hardin; How the Industrial Salesperson's Use of Power Can Affect 
Distributor Satisfaction : An Empirical Examination; Jornal of Marketing Channels Vol. 3(1) 1993 p.23-45 
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power by taking active role and spend resources to gather, interpret, and transmit 
important market information constantly. Also, training should be given so that the 
account manager could display a high level of product knowledge. In this way, the 
distributors will be satisfied because they believe that the account managers can 
provide the proper solutions to them and to their customers. The distributors would 
then have greater trust in the account managers. 
The referent power of the account manager is built if the distributors have a 
feeling of oneness to him. The use of referent power might increase the comfort factor, 
and therefore the satisfaction. One method of achieving this is for the account manager 
to create a bond with the channel members by identifying characteristics which they 
have in common. Courses could be held to teach the account managers of these 
relationship building techniques. In addition, referent power could be built up if Tellus 
is a successful brand and distributors would take pride on carrying it. Therefore, a 
marketing plan is needed to set the directions on how to regain the market share. 
Lastly，to establish a reward base of influence, the account managers must 
convince the distributors that they have the ability to reward them. In addition, the 
distributors must believe that the account managers will deliver the rewards. Thus, 
empowerment of the account managers is needed. Some examples of rewards that 
could be given by account managers include discounts, wider profit margins, 
promotional allowances, and selling assistance. If the selling interactions are positive, 
the distributors will have greater confidence that the account managers have the ability 
and intentions of providing rewards in the future and they will begin to count on the 
rewards given, thereby creating a dependency. This dependency could lead to a long-
“52 
term relationship. Furthermore, the empowerment could lead to faster responses to the 
distributors' requests. 
In contrast, distributors do not appreciate account manager attempting to force 
them to do something against their will. In fact, just the attempted use of coercion 
could result in a rapid termination of the relationship in addition to a high degree of 
dissatisfaction. Because distributors in the lubricant industry have a reasonably high 
status level, tolerance by the distributors, especially Willie who has been in the industry 
for a very long time, of the use of coercion is probably very low. Thus, use of coercion 
is not recommended. 
Programs and Action Plans 
After clearly defining the role of each player in the channel, different programs 
and action plans that come together in this channel strategy are discussed. 
In order to develop the best distribution system and attract quality distributors, ‘ 
Shell must present itself as an attractive partner. This effort consists of three steps : 
Shell should state their expectations for distributor performance and specific 
distributor capabilities and characteristics that favor those stated performance goals. 
The above section of ‘Role of Distributor' and the following section of ‘Measuring 
Performance，address this subject. 
Shell must clarify how their competencies and capabilities could complement 
the unfulfilled needs most important to distributors. 
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Finally, Shell should offer program of benefits and expectations to selected 
channel partners. 
The plan offered to prospective partners will build around three sections : 
• Essential Elements that detail the fundamental building blocks of the potential 
relationship. This includes discussion of aspects such as financial returns, product 
offering and support and the reputation of Shell. 
• Capability-Building Programs that give Shell avenues of noncoercive influence in 
decision-making by providing powerful support packages. 
• Incentive Programs designed as tactical weapons that supplement the first two 
sections of the plan. 
Essential elements 
There are several related issues that make up the components of the essential 
elements. 
Product quality is usually a major concern for manufacturers. All of Shell's 
finished oil products receive quality control checks to ensure quality before release to 
the market. Its manufacturing plants have obtained IS09002 certificates. Shell should 
continue to provide support and motivation for such quality programs. 
Broadening product lines should be an ongoing pursuit. Both distributors and 
end users are complaining about the limited range of products Shell could provide. A 
complete product lines can increase distributor loyalty and to expand market base. In 
addition, product availability and reliable delivery are also important issues that should 
be addressed in the channel strategy. 
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Training is an essential element. Product training designed to coincide with new 
product introductions or to complement target marketing efforts to both distributors 
and account managers are important. Technical support for distributors should also be 
provided. Service inquiries should be met with immediate response. 
Shell and its master distributor, Willie have not addressed the issue of large 
accounts and causes a lot of conflicts. Tellus so far is sold through distributors, even to 
large accounts. However, the background analysis shows that large customers prefer 
to deal directly with oil company. Thus, direct selling is unavoidable. The large 
account problem should be coordinated and managed as a formalized program by a 
full-time individual. Backed by a clear, distributor-sensitive policy statement, a large 
accounts program would cast out many confusions and accomplish many of the loyalty 
building and partnership development goals driving channel strategy. 
Capability-building programs 
These allow both Shell and its distributors to raise skill levels and maintain 
consistency in areas that are mutually beneficial. Shell should take the lead in some -, 
activities. Distributors will be impressed by those support programs that would not 
benefit replacement distributors, and thus provide strong supplier commitment. These 
programs should address business problems in three areas, all related by a common 
objective. 
i. Identification, Promotion, and Imaging 
Shell should consistently try to improve visibility, brand recognition, and 
linkage between distributors and the name of Shell. Generous increases in the co-op 
advertising allowance could encourage distributors to display Shell's signage; 
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incorporate Shell's logo on business stationary and require service technicians and 
vehicles to display the logo prominently; and participate in trade shows, local direct 
mail campaigns, and advertising. 
ii. Advanced sales and management training 
Training in this context could focus on sales skills, product knowledge and 
technical service training, and small business management. 
iii. Expanding the product offering through outside alliances 
To respond to opportunities to serve evolving markets, Shell should form 
carefully selected strategic alliances. These alliances typically involve parties that have 
a solid reputation for quality and technological superiority. The primary objective is to 
be able to offer the distributor a full range of products. For instance, Shell could from 
strategic alliances with some other lubricant company to develop new products and 
thus offering a wider range of products to customers and at the same time, lowering 
the development costs. Thus, these products and their warranties, advertising, and 
support mechanisms need to be aligned with Shell's own products. These relationships, 
once again, require a lot of care and commitment and rely on open communication and 
mutual understanding. 
Incentive programs 
Traditionally, sales achievement has been measured only in terms of quotas and 
sales volumes. Such measurement is extremely inappropriate for the aggressive 
capability-enhancement efforts discussed. Instead, measuring and recognizing success 
in achieving goals should be conducted at many levels including the distributors and 
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the account managers. Awards at the respective levels should include a prestige 
commendation and should be presented at the appropriate annual conferences. The 
event should be produced and stage-managed in an exciting and memorable way. 
Objective criteria must be used and personal opinion or bias should play no role in the 
winning of these awards. Appropriate monetary benefits might also be considered. 
Measuring Performance 
To ensure that distribution channels remain viable, robust pathways to markets 
and performance at all levels should be measured regularly and the process governed 
by three tested and proven guidelines. 
First, all players must clearly understand the rules and expectations of all other 
players. Next, the yardsticks of relative performance should be credible and reasonable. 
Finally，actions, not just results, should e measured and evaluation should go beyond 
numbers. 
Since performance measurement is a key partnership issue, it should be a 
formal part of the Distributor Agreement. The Marketing Plan presented in the 
following chapter spells out specific goals and objectives that Shell and distributors 
jointly tackle. These two complementary documents should clearly explain how to 
determine success or failure. 
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Feedback 
After the above channel strategy have been implemented and performance 
measured, there should exist a feedback loop to evaluate the effectiveness of the 
strategy. If results have been disappointing or the environment has been changing, the 




THE MARKETING PLAN 
The background analysis in the Chapter II shows that the hydraulic oil market 
in the PIM industry is very different from what Shell has perceived. They are no longer 
the market leader, competition is much fierce than they have expected and is price 
based. Competitors are very aggressive and have different distribution channels to meet 
the needs of different customers. The superior image of Shell lubricants has lost. 
Furthermore, flexible delivery, especially to China is becoming important. Finally, the 
whole PIM industry and thus the hydraulic oil market in Hong Kong is showing a 
decreasing trend. With all these changing factors, some changes are needed. A new 
marketing plan with clearly defined marketing objectives and strategies can guide the 
company of what changes are needed and their respective criteria to regain the share in 
this dynamic environment. It provides the context within which intended strategies are 
formulated. It also gives the company and its agents the same directions to work on 
and thus channel conflicts can be avoided or at least, reduced. 
Furthermore, a clearly communicated marketing plan could act as the base for 
performance measurement of all the channel participants. The channel strategy and the 
marketing plan are complementary to determine success of failure. The whole system 
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(channel strategy and marketing plan) could equip Shell to compete better in the 
competitive environment and hence regain its share. 
In this chapter, the overall marketing objectives are presented first. Next, 
recommended marketing objectives and strategies in terms of the 4 Ps (Product, Price, 
Place and Promotion) is discussed. 
Marketing Objectives 
(1) To increase the market share in the builders / traders area and becomes the 
market leader within two years 
(2) To strengthen Shell's position in the end-users，field 
Shell's market share in the builders / traders field is unsatisfactory and it is the 
major area that Shell has to put effort on. Market size in this area, though is smaller 
than that of the end-users as estimated, the importance of the builders / traders cannot 
be ignored. Many of the builders / traders will give recommendations to the end-users 
about which brand to use. Furthermore, they will usually make the purchase decision 
of the initially filled oil. End-users, especially those who are going to operate new 
factories will seek advice from the builders / traders. This is because end-users do not 
know much about oil and they believe that the builders / traders would give them high 
quality oil because builders / traders generally offer them at least a year's warranty on 




The product is at the center of the marketing operation. The goal is to match 
the needs of the customers. 
Strategy 
The product itself 
A recent oil test has shown that Tellus' overall quality is better than most other 
competitors except Mobil. The oil itself and the container that hold the oil are both 
backed up by facts to have good performance. 
High quality products, however, is not always suitable for every occasion. In 
the field of plastic iirjection moulding machines, hydraulic oil can be applied to three 
different situations. 
i. For testing purpose 
Firstly，it is used by machine builders to test for the proper running of the 
machines, As the oil is for short-term use, high quality oil is not required. To meet this 
demand, Shell has launched the Hydraulic Testing Oil (HTO). However, HTO is not 
welcomed by customers. It is because customers do not like the name of 'testing oil，. 
They have a perception that quality of 'testing oil，is very poor. With other choices of 
oil which are not or not called testing oil such as Mobil's Hydraulic Lite or Medium, 
Jaeger, Pacific, etc., but at a similar price, they do not prefer HTO. Therefore, it is 
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recommended that a new name which could give more confidence to the customers 
have to be given to HTO, such as Tellus Lite. 
ii. For use in machines making hi-tech or high quality products 
Secondly, hydraulic oil is to be used in expensive imported plastic injection 
moulding machines from places other than Hong Kong, China and Taiwan. These 
machines are used to make high-quality products like minute electronic parts. 
Customers of this kind want everything to be of the best quality. They are thus willing 
to pay at a higher price if they believe the oil is of the best quality. Factories that 
remain in Hong Kong are mostly of this kind.Tellus could target on this segment. 
iii. For use in machines making general plastic products 
Thirdly, hydraulic oil is to be used in lower quality injection moulding 
machines. These machines is used to make general plastic products like toys and 
housewares. These products can be made without much precision and quality 
requirement for hydraulic oil is not very high. Strategy of these companies is to be the 
cost leader. Many of the non-customers said that even Tellus is of a higher quality, 
they are not willing to pay for its price premium. They have not faced any problem 
with their current hydraulic oil so far and they think that it is not worth to pay a higher 
price for a better quality which is not detectable or applicable. 
To get these customers, Shell has to lower the price so that they can compete 
with others. However，the management of Shell is reluctant to lower the price, 
worrying that the action will send a wrong signal to the eustomers that the quality of 
the oil has been lowered. The image of Tellus and Shell would then be affected. 
Another way to meet the demand but not to lower the price of Tellus which might 
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affect its high-quality image, is to consider making a new product, positioning it 
between HTO and Tellus. Of course, it requires a long time to build up the image, 
persuading customers that is of the same grade with competitors like Jaeger, Caltex 
Rando，Mobil DTE25 or Esso Nuto. It is because many customers currently think that 
quality of Tellus is similar to the above named competitive brands. 
Moreover, this kind of factories are relocating to China. The actual number of 
factories who will continue to buy oil in Hong Kong for the next few years is to be 
determined. It is likely that after a few years when the market of lubricants in China 
becomes more mature and quality standards are set up, more customers will buy oil 
directly from China. Furthermore, the cost and time needed to develop a new product 
is not known, a more detail research has to be done to justify the launching of new 
product. 
The services 
Delivery services had been ranked as the third most important criteria by 
builders / traders and end-users, right behind quality and price. As most of the 
hydraulic oil is to be used in China, direct delivery to China is required by most of the 
end-users. The selling price for Jaeger and Pacific is the same for delivery to China or 
Hong Kong. Mobil can arrange for delivery to China at the same price or at just a little 
higher price. Caltex are less flexible on this aspects. For builders, hydraulic oil can be 
delivered together with their machines. Thus, delivery to China is not as important. 
Not many other services are required at the builders / traders' level and they do 
not consider services as an important criteria. End-users, on the other hand, think that 
services are quite important, they rank it as the third most important criteria. They do 
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not know much about lubricants and they would appreciate if there could be a 
company to help them solving problems about lubricants. 
Shell's customer services center can meet the requirements. They have a 24-
hour telephone hotline which could help customers to place an order, to ask questions 
about their accounts and to ask for technical advice. However, most of the customers 
are not aware of this service, more promotion on this customer services center has to 
be done. Furthermore, Shell should have contacts with the customers. Details are 
discussed in following promotion section. 
Price 
Objective 
To meet our marketing objectives of expanding market share and promoting a 
favorable image by having a better tie with the builders and by regulating the agents' 
and the builder's reselling price. 
Strategy 
Price setting 
The difference in price between Shell and competitors is large at the builder's 
level. Since builders can have a certain impact on the market as explained above, Shell 
should narrow the gap and offer them a better price. 
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The brand of Tellus has been built up for a long time, builders can accept a 
price premium of about a hundred dollars or around HKD 1,600. Since Tellus is still a 
little more popular than other competitors at the end-user's level, it would be easier for 
builders to sell Tellus to the end users. If the gap has been narrowed, they would be 
happy and willing to promote Tellus. On the other hand, it would give a positive effect 
on Tellus's image if it is with the builders reassurance. Thus, it is a symbiotic 
relationship and is worth taking the step. However, if they re-sell the oil instead of 
claiming to be a complimentary to the end-users, their reselling price should be fixed so 
that it will not affect Shell's image and can avoid channel conflicts. 
Price difference with competitors at the end-user's level is not so prominent. 
As mentioned before, if Shell want to get more market shares from the customers who 
are making low-end products, price reduction or production of a new product is 
recommended. For the high-end customers, the price is acceptable. 
Reselling price control 
The most common complaint is the great variation in price offered by different 
agents even for the same order quantity. End-users are confused about the actual 
market price of Tellus since it could be very different form different agents. End-users 
may think that agents offering a low price would have the possibility of selling fake oil. 
This would give Shell's product a negative image and should be avoided. It is 
recommended that a fixed price or price range should be set and enforced. In this way, 
customers could have a better idea of how much Tellus is actually worth and would 




Our objective is to meet the purchasing needs of our customers through flexible 
arrangements of distribution channels, not limiting to sell through agents only. 
Strategy 
In order to gain more market share and to satisfy large builders / traders' needs 
by serving them directly and by offering them a better price, it is recommended that 
Shell has to sell directly to large builders / traders. In addition, this would enable Shell 
to feel the pulse of the marketplace. The arrangement provides Shell access to markets 
not properly served by agents and could potentially make it easier to conduct test 
markets. 
The background analysis shows that 89 percent of the competitors' hydraulic 
oil bought by builders are supplied directly by the oil companies. Builders are 
considering themselves as oil agents because of their large order quantity and are thus 
not willing to buy from oil agents. If Shell wants to increase market share in this field, 
they have to serve the builders directly. 
Channel conflicts could be reduced if Shell serve only those large accounts that 
do not want to deal with oil agents. Since the agents have done badly in this field as 
seen from the previous figures, Shell is not competing with the agents, they are 
discovering more channels to expand the market. If Tellus becomes more popular in 
the builder's level, more end users will use Tellus. As most of the end users will buy 
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lubricants from oil agents, the agents can benefit, too. However, as discussed in the 
channel conflict section, policy of handling large accounts have to be stated clearly and 
agreed upon by both parties in the setting up of channel strategy. 
Traders and end-users with regard to their smaller order quantity, are satisfied 
to buy from the agents and direct selling is not recommended in this area. 
Promotion 
Objectives 
The main objective is to promote Shell's high quality image through (1) our 
relationship with the builders and (2) education on the end-users to create a ‘pull， 
effect from them. 
Strategy 
There are lots of rooms for Shell to improve in this area. Feedback from 
customers have shown that Shell has an unsatisfactory performance on this area as 
Shell has given them a passive and 'quiet，image when compared with competitors. 
They almost cannot recall any promotional activities that Tellus or Shell lubricants has 
done. 
Promotion should arouse interest and desire, inform, entertain and influence. It 




Many end-users in this industry will refer to magazines when they want to buy 
something. Magazines are useful in reminding customers of our existence. 
Furthermore, many information could be conveyed in print advertisements and is 
especially suitable for industrial products. Many technical specification can only be 
effectively conveyed through print media. We can remind customers of Shell's proud 
history in this industry, of their supreme quality supported by data from the recent oil 
tests and Shell's product news. There are three most popular magazines in the plastic 
industry which Shell lubricants have to place their advertisement on the following 
magazines : Plastic Industry, Industrial Machinery and Machinery & Materials. 
ii. Exhibitions 
Exhibitions are considered as an important promotion tool in the plastic 
industry. Most of the members in the plastic industry will visit certain exhibitions every 
year. Apart from promoting the products, Shell could meet many people in this 
industry. In this way, they could have a better networking and relationship with the 
customers as well as getting the updated market information. 
Shell can set a booth itself and/or sponsor oil to the machine builders / traders 
in the exhibitions. 
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iii. Direct marketing 
Direct marketing provides Shell with a quiver full of arrows that includes 
industry specific product and application literature and video productions. Also, 
corporate imaging campaigns could be used to target end users to enhance reputation 
and brand recognition. As hydraulic oil is a must for the plastic injection moulding 
machines, builders / traders and end-users will really keep the leaflets or catalogues for 
future reference. If they are looking for lubricants or if they have questions about 
lubricants, leaflets / catalogues can remind them of Shell's products and services. 
Sales promotion 
Shell is losing its market share. In order to get back the share, we have to 
encourage non-users to try and to re-try our products. Sales promotion can achieve 
this purpose. 
i. Price Reduction 
A price reduction campaign is recommended to be launched at the end of this 
year. Because of the tax issue, many users have already made order for a large quantity 
of plastic injection moulding machines in order to escape the import tax imposed next 
year. It is a good opportunity to grasp because a price reduction can attract them to try 
Tellus. If all of their new machines use Tellus and if they are satisfied with our quality 
and our improved services, they will be reluctant to change. It is not recommended by 
the machine manufacturers to mix oil of different brands. Thus, it would be more cost 
effective to fill all machines with the same kind of hydraulic oil so that they could keep 
less stock and do not have to remember which machines use which brand of oil. Of 
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course, the price difference could not be too large with competitors after the 
promotion. 
ii. Giveaway Promotion 
Giveaway promotion is important because all competitors have the same offer. 
Many customers have suggested coupons of the retail station. Customers will be happy 
with this arrangements and it is believed to be effective in attracting non-users. Again, 
the promotion is suggested to be launched at the end of this year. 
Public relations 
A successful marketing strategy could not be done without good relationships 
with the customers and the potential customers. We can get instant market 
information, have a faster response and a better control over the market with a better 
network. Shell has been relying on agents for a long time and does not seem to have a 
good networks with members of the market. They have to work more on this area so 
that they could take the role of a leader instead of depending heavily on the agents. 
i. Regular visits 
The account managers have to visit the customers regularly to build up 
relationships, at least once a month to the larger customers. Furthermore, it is 
important for them to visit also the non-customers. Factories are concentrated in four 
main areas : Kwai Chung, Kwun Tong, Tsuen Wan and Chaiwan. Thus, it is not too 
difficult to just cold-call and pay a visit to the potential customers. This could help 
them get more market information and build better relationships with members in the 
industry. This could also help building up the referent power and the expert power of 
the account managers as mentioned in the above section. 
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ii. Cooperate with the builders 
Shell can hold various activities jointly with the builders to build up a symbiotic 
relationships. 
Shell can cooperate with builders to have stickers sticked on their machines. 
Engine stickers can remind users that the oil they are using is Tellus. Since most end-
users do not have brand awareness, it is an effective way to educate them. The stickers 
can as well remind them of the telephone number of our customer services center and 
the oil change dates. This could remind them the date to change their oil and is an 
effective way to boost more sales. 
Shell can also negotiate with the builders for the possibility of recommending 
Shell Tellus Oil in their users' manual. This will be a great advantage to Shell if Tellus 




Business environment is not always stable, instead, it is seldom stable. Facing 
the changing environmental forces and internal forces of channel conflicts, Shell 
management feels the need for change. The focus of the change is to regain its market 
share and thus to increase the sales. To achieve this, the channel conflicts have to be 
solved and then a marketing plan is needed to set the directions for change. In Chapter 
II，we have analyzed the environmental forces in the PIM machines industry. Then in 
Chapter III，we have evaluated Shell's relationship with Willie, investigated into the 
problems of channel conflicts and recommended a channel strategy needed for the 
changing environment. Lastly, in Chapter IV，we have derived a marketing plan to help 
regaining the market share of ShellTellus Oil. 
From the study, we could conclude that a company could not be a leader 
forever if it does not pay close attention to its environment. To be successful and 
competitive in this dynamic environment, a company should have updated market 
information and hence corresponding marketing strategies to guide it and its 
stakeholders. A company should also carefully managed the channel relationships so 
that it could jointly combat the competition and benefits from the potential partnership 
advantages with its channel members. The marketing plan and the channel strategy 
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S h 0 U W b C C O m p l e m e n t a r ^ t 0 a c t a s guidelines and basi, for performance measurement. 
Hence，all parties involved could focus their resources. In this way, they could be more 
C ° m p e t i t i V e " t 0 一 ， S G h a U e n ^ Alness environment. With the channel strategy and 
the marketing plan proposed to cope with the changing industry environment, it is 
hoped that SheU could be more sensitive to its environment in the future and thus its 
market share could be regained and maintained. 
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SAMPLE QUESTIONNAIRES FOR MACHINE BUILDERS/TRADERS AND END 
USERS WITH COVER LETTER 
Shell Hong Kong Limited ^ ] ¾ 
香 港 蜆 殼 有 限 公 司 
Fairwin Manufacturing Fty. Direct Lines： 
Unit 3 15/F Vigor 2nd Bldg Tel. (852) 
14-20 Cheung Tat Rd fax (852) 
Tsing Yi Island NT 
Attn : Cheung York Fung 
The Manager 
Dear Sir, 
For over 100 years, Shell has committed in producing quality lubricants through continuous improvements 
and innovations. Being a leading oil company, it is our principle to serve our customers with the best 
products and services. 
Based on the same principle, we would like to introduce you our Tellus hydraulic oil which can smoothen 
your operation and sharpen your competitive edge with the following advantages : 
来 Longer lifetime 
来 Less equipment maintenance and stoppage 
来 Saving time & money 
来 Reducing your costs 
来 Improving your production rate & quality 
To fulfil our commitment in delivering the best to our valuable customers like you, understanding your 
needs is essential. So please kindly help us to fill in the enclosed simple questionnaire and return either by 
mail or by fax. ( Our fax no. is 24356560 ). You can be assured that all information will be treated as 
strictly confidential. ‘ 
To show our appreciation, a small token and the latest version of our "Lubricants Handbook" 
containing full details of our lubricant products will be offered to you. 
We shall be contacting you in the coming weeks to see if you need any additional information and for 
further discussions. Meanwhile, should you have any enquiry, welcome to contact Ms. Juanna Yin at 
24328825 or myself at 24328826. 
Looking forward to serve you soon. 
Yours^sincerely, 
Abhutjo 
Accbtmt Manager - Industrial 
Encl. 
5th Floor Shell Building Switchboard (852) 2432 8800 
Sai Tso Wan Road, Tsing Yi Island Fax (852) 2432 T106 




















有任何疑問’歡迎致電2432 8825嚴小姐或2432 8826本人垂詢。 
此致！ 
香港蜆殼有限公司 
, ( ^ T 产 
！ 強 
客 戶 經 i - 工 商 業 
Questionnaire for Plastic Injection Moulding Machine Manufacturers / Traders 
Content will be treated as strictly CONFIDENTIAL 
Ple�se kindly fill in the following questionnaire and return by fax at 24356560 QR by mail usin^ the 
enclosed stamped envelope. If you have any questions or comments, please do not hesitate to give a call to 
Ms. Juanna Yin at 2 4 • 幻 S Thank you ! 5 
Co. Name ： 
Contact Person & Dept. : Date ： 
T e l No- ： _ Fax No. : 
1 • What is the iiature of your Company ？ 
• Manufacturer • Trader, Importer 
2. Who are the major buyers of your machines (please choose the 2 most important fields) ？ 
• Mould Manufacturing • Toys，Sports&Decoratives • Electronic & Optical Products 
• Housewares 0 Fashions, Shoes • Others,pis specify 
3. The hydraulic oil used with your plastic injection moulding machines are usually : 
• Initially filled • Buy for customers on request 
• Customers buy for themselves (if the customers buy for themselves, please go to question 12.) 
4. Which brand of hydraulic oil do your company usually use ？ 
• Tellus DDTE • Nuto 
• Rando • Hyspin • Others(pls specify) 
5. Who usually makes the decision of which brand of hydraulic oil to buy ？ 
• Your company • Other Agents • Other manufacturers 
口 End-users • Others, pis specify 
6. a) Where do you purchase the hydraulic oil from ？ 
• Oil agents (please specify) • Direct from oil company 
• Others, pis specify 
b) At what price per 200L drum ？ HKS 
；7. Do your company usually give recommendations to your end-users about which hydraulic oil to 
use ？ 
•Always • Sometimes DNever 
8. What is your monthly quantity of hydraulic oil ordered ？ 
• < 1,000 L • 1,000-3,999 L • 4,000-6,999 L 
• 7,000-10,000 L • > 10,000 
P.l / 2 
9. When you choose a brand of hydraulic oil, what are your thrge most important criteria ？ , 
(please arrange and indicate with 1,2,3 only, the most important one being 1) 
口 Marketing programs of the products/company • Quality 
D P r i c e • Delivery 
• After-sales Services, e.g. technical service, training • Brand 
• Referral/word of mouth • Easiness to buy 
• Complete products range (different types of lubricants) • Habitual 
• Specifications, International Standard • Others 
110. How do you satisfy with your current brand's : 
very dissatisfied dissatisfied average satisfied very satisfied 
Marketing Programs 1 2 3 4 5 
Quality 1 2 3 4 5 
Delivery 1 2 3 4 5 
Sales network 1 2 3 4 5 
Product inf. availability 1 2 3 4 5 
Price 1 2 3 4 5 
Overall 1 2 3 4 5 
11. If you are not currently using Shell's hydraulic oil, have you ever tried Shell's hydraulic oil ？ 
•Yes, please specify which type DNo 
12. If you are not currently using Shell, how do you feel of Shell's 
very unsuccessful unsuccessful average successful very successful 
Marketing Programs 1 ' 2 3 4 5 
Quality 1 2 3 4 5 
Delivery 1 2 3 4 5 
Sales network 1 2 3 4 5 
Product inf. availability 1 2 3 . 4 5 
Price 1 2 3 4 5 
Overall 1 2 3 4 5 " 
13. Apart from hydraulic oil, what are the other commonly used products for your company ？ 
• Cutting oil • Industrial greases 
• Diesel engine oil • Others, pis specify 
14. Is/Are there any other need(s) of your company which still cannot be satisfied by the current lubricant 
market? " 
15. About how many plastic injection moulding machines do you manufactured / imported per year ？ 
• <100 • 100-200 • 201-500 • >500 
16. How many employees do you have altogether ？ 
• < 1 5 0 • 150-350 D>350 





聯絡人 •  “ ‘ 
電話號碼 : 
傳眞號碼 ： 




• 摸 貝 制 作 •玩具 /體育用品 /裝飾 •電機 /電子 /光學產品 
• 家 居 用 品 •時裝，鞋類產品 •其他’請列明 
(3)貴公司向客戶所提供之注塑機用液壓油通常是： 
•隨機附送 ( In i t ia l Fill) •按要求替顧客選購 
•顧客自購（如屬顧客自購，請跳至第1 2 題 ） 
(4)貴公司現時通常採用下列哪一個牌子的液壓油？ 
• Tellus • DTE • Nuto 
• Rando • Hyspin •其他，請列明 
(5)液壓油的牌子通常由下列哪一方決定採用？ — '' 
• 貴 公 司 •其他注塑機貿易商 •其他注塑機制造商 
• 注 塑 機 用 戶 •其他，請列明 、 
(6)a)貴公司所採用的液壓油通常是向下列哪一方購買的呢？ 
•代理商(請註明哪一間) • 油 公 司 •其他，請列明 
b)每一桶200公升液壓油的售價爲？ HKS 
(7)貴公司是否經常提議/規定用戶採用某一個牌子的液壓油呢？ 
• 經 常 • 間 中 • 從 不 
(8)貴公司每月液壓油的用量？ 
• 少 於 1，000公升 • 1,000 - 3,999公升 • 4,000 - 6，999公升 




• 宣 傳 / 市 場 推 廣 • 品 質 
• 價 格 • 送 貨 期 
• 售 後 服 務 • 牌 子 
• 口碑 • 銷 售 網 絡 
• 產 品 • • 習 慣 性 ， 
• 規 格 • 換 油 期 
• 其 他 ， 請 列 明 _ _ _ 
(10)貴公司對現時採用牌子的液壓油於下列榷項之滿意程度爲： 
十分不滿意 不滿意 普通 滿意 十分滿意 
市場推廣 1 2 3 4 5 
品質 1 2 3 4 5 
送貨期 1 2 3 4 5 
銷售網絡 1 2 3 4 5 
產品資料的提供 1 . 2 3 4 5 
價格 1 2 3 4 5 
整體印象 1 2 3 4 5 
(11)如果貴公司並非Shell現時的客戶，請問貴公司有否試用過Shell的液壓油呢？ 
• 有 （ 請 註 明 哪 一 � M 號 ） — • 沒 有 
(12)如果貴公司並非Shell現時的客戶’請問貴公司對Shell於下列各項之印象爲： 
十分不欣賞 不欣賞 普通 欣賞 十分欣賞 
市場推廣 1 2 3 4 ~ ~ 5 
品質 1 2 3 4 5 
送貨期 1 2 3 4 5 
銷售網絡 1 2 3 4 5 
產品資料的提供 1 2 3 4 5 
價格 1 2 3 4 5 
整體印象 1 2 3 4 5 
(13)除液壓油外，貴公司也會同時採用下列哪幾項產品？ ^ 
• 切 削 油 • 潤 滑 脂 •發電機偈油 •其他，請列明 
(14)閣下認爲哪一方面的需要是現時的潤滑劑市場還未能夠提供的呢？ 
(15)貴公司每年大約所生產/入口的注塑機數量是多少？ 
• 100 以下 • 10G-200 • 201 -500 • 500 以上 
(16)貴公司現時的員工人數爲: 
• 150 以下 • 150-350 • 350 以上 




WILLIE，S ADVERTISEMENT SHOWING THE TYPES OF PRODUCTS SOLD 
匯利石油化工有限公司 
WILLIE PETROCHEMICAL CO. LTD. 
官 塘 鴻 圖 道 3 7 號 鴻 泰 工 業 大 厦 地 下 8 號 舖 
G8 HUNG TAI IND BLDG.’ 37 HUNG TO RD.’ KWUN TONG, H.K. 
訂 購 F A X 2797 9 6 0 0 [ i T M S I S 2 7 9 7 ^ 5 0 ^ 1 
—專營各類石油産品 
1 H H T 
SHELL 
SHELL • 蜆 殼 潤 滑 油 - p p C 0 P P 
油 法 ) | SHELL ^ 匾 歷 愁 斗 
E機用油渣• LUBRICANTS • KM610o 
RM 6100 
it'i 
P - ITELLUS SI 力油 |丨 
飾 1 9 s 
L S j r 合成橡膠 
化 工 原 料 • 柴 朋 發 气 機 機 朋 I 耐 高 溫 1 4 0 � C 
IPA MEK 白霣油 
TOLUENE ACETONE M F l A I ' U L 叨人棚 
N-HEXANE ! • _ 透明 COPP 
S H E L T I 日 = = 料 
^ N a c e t a l 6 
A i W 火 花 機 油 • ARCYCLiC 
I 
j • 眷 . L u b r i c a n t s 澗 滑 油 • 




MARKET SHARE CALCULATION METHOD 
Calculations : 
If the company's monthly order is in the range of 1，000L - 3，999L，we take the mid-point 
2,500 and assume the company's average monthly order to be 2,500 L. 
Take Profit as an example, they use 70 % Shell and 30 % Caltex. So, their monthly order 
quantity for Shell is 2,500 L x 70 % 二 1750 L and for Caltex is 2,500 L x 30 % = 750 L. 
Similarly, we assume monthly demand to be 5,500, 8,500, 10,000 and 20,000 respectively 
for range of 4,000-6,999L，7,000-10,000L and > 10，000L. ， 
By this method, the following monthly demand for different brand was calculated : 
Shell Mobil Caltex Esso Jaeger Others TOTAL 
Builders 8,625 L 25,125 L 4 1 , 6 5 0 L"“10,000 L 1 2 , 7 5 0 L 1,350 L 99,500 L 
Traders 11,950 L 1 6 , 1 5 0 L 2 5 0 L 150 L 28,500 L 
Buiders + Traders20,575 L""“41,275 L 4 1 , 9 0 0 L 1 0 , 0 0 0 L 1 2 , 9 0 0 L 1,350 L 
GRAND TOTAL 128,000L~ 
That is，of all the builders and traders responded, their total monthly demand for hydraulic 
oil is about 128,000 L, which represents about 640 drums. 
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12223 E S 3 ^ P 1 1 1 1 
W 娜 - ‘ 錢""J " fcpaP^適用於Perkins伯瓊斯，Rolls Royce笋2|^萊斯柴油發 
I ' = 二 f s ^ s r — 斯 ‘ 
加德士500機油能節‘％油及機油的消耗量__ 
^ ^ ^ ^ 選 用 特 級 添 加 劑 、 ^ ^ ^ ^ 
士500機油特爲柴油發電機、包污污輪增壓引 
“ t ) ， 製 成 ’ 在 高 溫 下 亦 能 保 持 足 奖 沄 镇 ’ 防 止 磨 
= 卑 ， 質 不 變 ’ 不 會 有 油 泥 及 碳 化 的 惰 - , 延 長 發 電 
超越美國石油學會最高規格API CF-4 ： 
‘ 使用加德士500機油沒有油泥產生。 
I . n ^ ^ ^ m j m j m 
n • 使用較低質量楗油後所產生的油泥. 
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APPENDIX 6 
SALES PROMOTION PROGRAMS OF COMPETITORS 
‘ m r n ^ m 港 海 丨 通 有 限 公 问 
腿 1 r • HOI TUN6 MARINE MACHINERY SUPPLIERS iimim 
OUfl 阽 f. I小乃 乂狄• HltH ‘ 
_ 叫 'A Tr ‘ 
OA! t; 
1 致 ： B P 潤 滑 油 客 戶 ’ 
I 李公司將於一九九五年十月十六日至十一月三十fj期間， 
' I舉行推廣行動“秋季推廣送油或百佳禮券”，凡於此i閬惠顧BP 
I 馉 ， 產 品 滿 指 定 數 量 ， 均 職 贈 “ B P潤滑油库品”或價値港幣 
I 五 十 元 之 “ 百 佳 禮 券 ” • 一 一 一 “ 
| 推 廣 日 期 ： 甶 1 9 9 5 年 1 0 月 1 6 日 至 1 9 9 5 年 1 1 月 3 0 日 止 
if •逯辦法： - • ! 
包 裝 | 訂 購 量 | 赠 品 數 量 一 二 
I 佳禮券三張 
[ f + f l p ^ 嘲 奢 T W 百 ： 佳 禳 券 三 張 £ • . . . . . . . -… - . . . . — 
； L —：二^—同類油產品一箱 
1桶百佳禮券三張 ‘ r 
澗 滑 油 3 桶 百 ， 禮 1 
| I ！或以上 .• 同類油產品兩螺 
| | ‘ , n 百 佳 禮 券 三 十 至 “ ― ‘ 
1 J 1 0 ^ ^ ^ 
L - I叫买K�由庄p 口一拥 
I 注 意 礙 項 ： 1 • “訂購量”是以每一次送貨計算，每次送貨必須要以此數黴 
I 或其整數倍數訂貨方可獲得贈品附送• 
I 2 •同一類型包裝而不同品種貨物’亦可混合計算 >仴送出夕油 
• 品種需由本公司決定. 、 
香港海通有 
I 貿 易 
I 1 9 9 5 年 10 月 
-
娜‘3.，鳩.如―一-.“X _ h t m u u L . L 二 . 
4 - . _ _ 
W ^ W HOI TIJ啪 MARINE MACHINERY SUPPLIERS LfMITIifl 
致各分銷商： “ 
事由：秋季推廣送油或百佳禮券 
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i：二：麵；‘ 1 ：二、:. l 
I 講 賞 到 加 德 士 霞 品 “ w 
I 1 力n德士特級液壓油 一 
I _ a ^ S 三 桶 二 佰 公 升 庄 或 
\m 圓 二 十 五 籠 十 八 、 公 升 庄 一 I 
丄 a <.v- “ t 11 III •ggaMgig 显 ., , W.saBtiC . J I . I M drwP I i^P^P t ^ \ ‘ « • ““ -S . j : T.^i 
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I I B W 
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'I ：爲酬謝貴公司多年支持，本公司由一九九五年十一月十三日至一九九八年二月 
pw千穴日T^FH時，—華行歲晚換油大優惠，詳情如下：-*•••…•••…—•--
I . _ 貨品種類 200公升優惠價（香港交貨 ) -
| | 1. CASTROL 壓力油 腦 1728  HK$ 792 
I . ( A W S 32，46，68) 
I 2. CASTROL 火花機油 H K $ 1988 ^ ^ 腿 932 
I 3. CASTROL 發電機油 h k $ 2 4 9 0 價値  HK$ 338.8 D W F 一箱 
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APPENDIX 7 
CALTEX'S CATALOGUE SHOWING A MACHINE'S BUILDER'S PIM 
MACHINES 
j “ ^ 加 德 士 
塑 料 注 塑 機 
| 〉 潤 滑 油 系 歹 I J 




I 用途 力n德士潤滑產 s 
• 液壓系統 特級液壓油32號，46號,S8號 
, 中夫潤滑系統 導軌潤滑劑S8號,220^ 
I 特級工業潤滑脂D號，1號，2號 
I 工 業 齒 輪 油 S 8 號 , 1 0 0 號 , 1 5 0 號 
I 220號，320號,S80號 
齒輪潤滑系統 工業齒輪油站號i 100號,150號 
I 220號，320號,680號 
I 潤滑脂點 参目基潤滑脂2號 ~~ 
I — 特級工業潤滑脂1號，2號 
| 特 級 液 壓 油 乂 
點 度 級 數 ： I S O 32，46’68’丨00’丨50 
1 加德士特級液壓油用於注塑機液壓系統作 優點: 
I 爲杭磨油，特別適用於裝有葉形系,择作系統 •含有氧化抑制劑以防止油變稠及延長作__命。 
• 壓力大於7MPa ( 1000 psi)和轉速大於1200 •含有抗泡沫劑，避免因起泡所導致的種稹項害。 
rpm以上的液壓油‘品質超越各主要機器製造•含有杭磨添加劑以防止在高負荷瓌填下的碧損。 
商的規範，其中包括阿拔士丹尼透(Alex- •具超卓的防銹侏護功能。 
I Denison)難辛作業的主_活褰和案形泵的HF- . •長期高溫择作下，；S貿保持不變, 
0規範‘史細或力口士 (SperryVickers)活 •高黏度指數提供在極高及極低的工作瓌漳下最 
動 式 液 壓 系 統 M - 2 9 5 0 - S ( 域 加 士 35VQ25葉 優秀的•；由g豸果。 
形 泵 試 驗 ） 規 範 ， 和 辛 辛 郝 提 米 勒 岡 ( C i n c i n n -
ati Milacron)機械工具作業系統P-68, P-69 
及 P - 7 0 規 範 ， 美 國 麵 ( U . S . Steel) 127規 
範 0 
• ‘ 
點 度 級 數 翻 〒 c S t 閃 點 j 傾 點 F Z G 負 荷 點 度 親片腐触 
- 4 � � c l o o 〜 。 c 。 c 反應級數 鉑 釘 日 数 1 2 1 � c x 3 h 
3 5 . 5 2 1 0 - 3 3 11 T -, 0 
一__ 6 . 6 2 1 6 - 3 3 11 ~ T O O 1 <=, " 
6 7 . o Q e - 3 0 1 1 ~ ~ T o s 
1 0 0 9 6 . 0 1 0 . 9 2 2 6 I ^ i ~ ~ ^ ~ 
1 5 0 j 1 4 . 0 - I S T l ^ 
導 軌 潤 滑 油 




cinnati Milacron)機械工具作業系統p-4 7, •無侵蝕性 
P-50和P-53的規格。 •令加工表面更平滑 
•減少潤滑油流失 
m m ~ 運 動 1 f c S t w a ~ ~ ~ m _ 數 
•^to 1 o o … 
3 2 3 1 . 3 5 . 6 2 O 8 - 3 0 -, t Q 
6 & 6 5 . 5 9 . C D 2 3 C J - : 2 7 1 1 ^ 
工 業 極 壓 齒 輪 油 -
點 度 級 數 ： I S O 68,100,150,220,320 







點度級數 鹬 ^ ^ a ^ n 級數 反應級數 試 驗 千 克 4 0 丨 1 o o 。 < = 鉑庋孢数 
2 E P T S 二 ^ 6 8 8 . 9 ToZ 
° ° 3 E P T S =27 1 1 . 6 -, 
1 6 � - 9 ； 2 7 1 S.Q 1 < 5 . 0 CQ 
2 2 0 1 =2 - 9 2 7 2 1 3 1 8 . 9 
3S20 6 E P 1 S - 9 3 1 2 S -a .O ^ ^ 
I 特 級 工 業 潤 滑 脂 
稠度•• NLGI 0rl’2 
I 含鋰皂的棰壓多效潤滑脂。由一種黏度等 優點: 
j 級爲SAE 40的基油，加入極壓添加劑製成。•使用期長久 
用於工業上需要承受重負荷或震盪負荷之機件•超卓的極壓效能及抗氧化性能 、 




1 稠度 ^ t u s ~ 「 添 勤 」 極 壓 操 作 溫 度 
^ 試驗，千克 。<= 
Q O 3 1 8 , 3 0 - 1 2 0 
"185 1 & - 3 0 — "12CD 
^ 2 7 8 1 8 « , 3 0 - I S O 
I 鉬 基 潤 滑 脂 
稠 度 N L G I 2 
I 多效能潤滑脂。用鍥皂及極壓添加劑製成 優點: 
I ，具有極壓效應，旦含有防銹、防腐蝕添加劑•含二硫化銷，給予有效之固體潤滑作用 
。再加上二硫化I目，能提供固體潤滑效應0 •滅少噪管及縳向之拖力 
應用範圍極之廣泛，特別合用於高負載的機件 •不易被水冲洗脫去 1 
，例如建築機械，重型車車南，礦場機械等等的 •抗磨能力極佳. 
軸承及潤滑點。於潮濕及鏖多的橾作瓌填下，•油膜強度極高 
I 仍能有效地發揮杭磨及保讓作苗： 1給予機件最佳之保講 
I m ] 滴點 化 錯 ~ f " ~ ^ ’ 勤 」 極 壓 操作溫度 
。《= 3 星 & 試驗，千克 
香港加德士有限公司 
香港港灣道18號中環廣塲42樓 






EXPORT, RE-EXPORT AND IMPORT FIGURES OF PIM MACHINES BY 
GEOGRAPHICAL AREA 
Export Number of Plastic Injection Moulding Machine '95 by Geographical Area 
1 2 % Others 
88% 
China 
Re-export Number of Plastic Injection Moulding Machine ,95 by Geographical Area 
7% Others 
93% china 
Import Quantity of Plastic Injection Moulding Machine '95 by Geographical Area 
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